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In oil product market competition, the two most important factors are the 
market and customers. The market is the vital. As petrochemical industry chain 
terminal links of oil products sales enterprises, from the previous who own resources 
(i.e., procurement to oil product ) who has benefits, until now, who has the market 
who has benefits, the more sales terminals, the better competitive advatage. 
Customer is God, the establishment of long-term continuous trading relations, must 
cultivate the customer loyalty to, this is particularly important for market 
competitors. Zhejiang province market of oil product terminal sales is mainly with 
Sinopec, but with PetroChina, foreign oil giants entered the oil product market of 
Zhejiang province, invested in the oil product retail areas, used the brand effect to 
expand the sales network, to seize the market, the competition is more and more 
severe, it may be said is " dance with the wolf ". Sinopec wants to consolidate the 
outlets and sales channels in the leading position, PetroChina wants to reduce the 
gap with Sinopec, CNOOC, Sinochem also wants to expand areas. Zhejiang 
province oil product market competition structure and pattern is changing, the 
number of competitors, resource quantity more diversity, competitive all expansion. 
This paper combined with the theory of competitive advantage, value chain and 
profits, to analysis Zhejiang future oil market competition pattern and competitive 
strategy. The contributions of this paper are as follows: firstly, to apply Potter " five 
forces model of competition "and the SWOT to analyze the situation of Zhejiang oil 
market competition. Secondly, to propose Zhejiang future oil market competition 
pattern from the network, customers, logistics, storage, information, new energy, 
management seven respects. Thirdly, to set up the competition strategy of enterprises 
in the future, including the correct orientation, scale operation, differences in 
management, innovative management.  
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第一章  引言 
 1
第一章  引言 
    本章作为论文的开始，主要论述了选题的背景及意义、研究方法、论文的
研究思路和需要解决的主要问题、以及论文分析框架。 
第一节  选题背景及意义 
一、选题背景 
2012 年《财富》世界 500 强排行榜中，有两大亮点备受关注：一是中国上
榜企业达到 79 家，超越日本，上榜总数仅次于美国的 132 家。二是石油企业的
表现相当抢眼，荷兰皇家壳牌石油公司（以下简称壳牌）超越沃尔玛，荣登榜
首，埃克森美孚紧随其后排名第二，国内两大石油巨头中石化和中石油继续在




加入 WTO 后 3 年内开放成品油零售领域，即外商设立零售企业的地点没有限





的市场竞争格局。截至 2012 年 1 月，已授予批发资质的企业为 196 家，其中属
于中石油、中石化、中海油、中化、中航油 5 家央企直属或控股的石油公司为
55 家，占 28.1％；其他企业合计 141 家，占 71.9％，其中其他国有及民营石油
企业 131 家，占企业总数 66.8％；合资企业 10 家，占企业总数 5.1％①。成品油
批发体系的多元化，加油站成为香饽饽，一些批发商和加油站组成共同体，为
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